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As Hong Kong is becoming more affluent, more and more people
can now afford luxury goods. A good example of such luxury goods
is the skin care products consumed mainly by females. The
numerous cosmetics counters in department and drug stores that
amount to an extravaganza is a good sign of the booming market of
such products in Hong Kong. Women, irrespective of age and
social class, can be found to be consumers of such product.
In an attempt to provide some input to the marketing efforts
of those in the industry, the researchers conducted a study on
how the consumers come up with their choice of a brand of facial
cream. Two decision rules, the linear compensatory and the
phased model, are tested to find out their ability to predict
the choice of the consumers. Though both are found to be
statistically insignificant in prediction of the consumers'
choice, the linear compensatory model has succeeded to correctly
predict the first preference of the respondents in more than half
of the times.
In addition, Max Factor was found to be the brand most
favoured by the respondents but Oil of Ulan was most commonly
used amongst them. Finally, price was found to be the least
important attributes when consumers were making their choice of
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1. Introduction
Beauty seems to be the need of every person. It represents the
most obvious impact of the person on another and thus an
important part of impression formation. Besides, beauty forms an
important part of the person's self concept that affects his
behaviour, attitude and values so much. One may argue that
physical appearance is only the superficial part of the person,
but nevertheless, it has important impact on many important
decisions in life. Research has found out that physical
attractiveness has an impact on important decision as that of one
of innocence and guilt in the courtroom. (1)
We are not studying beauty in this research, but we are trying to
investigate how are people dealing with beauty aids. There is one
belief of human being that make these beauty aids survive and
prosper- that although beauty is endowed upon, it can be
enhanced.
2. The Facial Cream Study
2.1 Market Situation of Skin Care Products in Hong Kong
It is almost impossible to estimate the total sales figure
of skin-care products in Hong Kong as almost all companies
keep their figures confidential. However, with the bloom of
superstore chains as well as Japanese Department Stores,
both of which carry a large number of cosmetics counters,
the sales of such products can be expected to be expanding.
2.1.1 Rapid Changes in the Skin Care Products Arena
As stated by someone who has followed the trend in the
cosmetics industry, Therapeutic and skin repair are
the popular buzzwords of the cosmetics community....
(2) In the past, cosmetics is a luxury to keep the rich
ones busy and pretty. Beauty is also seen as a luxury
to women. Nowadays, people use the term beauty to
describe skin and the concepts of skin-care products as
having therapeutic values are emerging. Wrinkles and'
pimples are no longer part of the cycle of nature but
are problems that have to be and most important of
all,can be treated.
Another trend that renders cosmetics less of a luxury
is that more and more women have been joining the
workforce. With wider exposure, skin-care is no longer
something monopolised by the few because good-looking
is necessary for those who come out to work and meet
people. As have been stated in one of the few
periodicals on the cosmetics, ...an aging public per
se is not an assurance of skin care demand. A more
important barometer is the continuing stream of women
into the workforce. (3) Although such a statement
refers to the situation in the United States, a similar
trend is taking place in Hong Kong during the past
decade. From the Summary Statistics taken from the By-
Census of Hong Kong in 1986 it can be seen that the
labour force participation rate of female in Hong Kong
is 51.2% compared with the 43.6% in 1976 whilst the
participation rate for male has remainded virtually
unchanged. (4) This change will probably solicit the
same effects on skin-care products as what have
happened in the United States.
The past decade has also witnessed a rapid acceleration
in the product development of the cosmetics and skin-
care industry. In the past two decades, skin
moisturisation, smoothness, suppleness and
hypoallergenicity are the focus of the benefits claimed
by skin care products. (5) However, it can be seen that
the concept of anti-aging becomes the selling point
of many brands of skin care products. Different
chemicals bearing scientific names were said to have
been invented to combat the erosive effects of aging on
human skin. It seems that terms such as collagen,
placental essence or pearl essence have become
fashionable ingredients in modern skin care products.
And recently naturality of the ingredients are
respected to be both effective and kind to the skin.
2.1.2 Marketing Mix of the Skin Care Industry in Hong Kong
Most of the skin care products in Hong Kong are
imported from countries such as United States, France,
Japan and the People's Republic of China. We in Hong
Kong can enjoy the variety of skin care products as
sold in other countries which include a wide range of
items that cover the body from head to toe. These
products are also a wide price range. A simplified
picture of the prices of the products can be seen
through the different distribution channels. With these
products sold through countries in department stores
set up by the cosmetics houses themselves, the prices
are highest. On the other hand, different products
which are of a narrower range comparatively are also
sold on shelves in super-stores and drug stores. These
products are the cheaper ones.
The target markets of the counter sale items can be
estimated by the positioning of the counters in
different geographical areas in Hong Kong as well as
the different types of stores in which these counters
are set up. It can be seen that those products that are
sold on shelves are more homogeneous in their
distribution strategy, that is, almost all stores that
belong to the same chain will carry the brand. From the
initial interviews with 12 of the largest cosmetics
companies in Hong Kong, we found a general trend of
market segmentation through pricing. However, it seems
logical that segmentation through pricing will probably
lead to segmentation by age because of the different
spending power and pattern. Another reason for the
difference in prices for product suiting different age
groups have different needs, therefore the costs of
production will be different leading to different
prices.
For the promotional aspects of skin care products,
almost all possible channels have been employed that
includes T.V. ads, radio ads, printed ads,
sponosorships, in-store sales promotion and personal
selling.
Amongst the different forms of advertisements, printed
ads are seen to be most common probably because of its
low price. However, some think that T.V. ads, though
expensive, are seen to be more worthy because of its
broad reach thus having the highest cost effectiveness.
In-store sales promotions are most common amongst the
counter sale products. The promotional efforts are
seasonal as sales of different products are seasonal in
nature. Besides, promotional efforts usually
concentrate on new products of the brand. However, many
a time, the companies promote the whole brand image
rather than individual line or any specific item.
2.1.3 External Environment
(i) Monthly Household Income
According to the 1986 By-census, the median
monthly household has increased by 7.3% from 1976-1981,
and 2.7% from 1981-1986 after discounting by the rise
in consumer price index. (6) This steady rise in
household income has rendered the place a more
affluent one as well as endowing upon the society a
greater purchasing power.
(ii) Basic sex and age structure (7)
Figure 2.1,3.1 Age pyramid comparsion between 1976 198(
(c) Age pyramid
1976 1986
Number in thousands Number in thousands
From the age pyramid, it can be seen that the
bulge of female population age between 10-30 in
1976 has moved to age 20-40 in 1986. This move has
increased the number of females who will probably
consume skin care products.
(iii) Educational Profile
Table 2.1.3.1
Educational Attainment of Population
From Table 2.1.3.1, it can be seen that as the
population is becoming more and more educated,
they will become increasingly demanding on product
knowledge as well as their selection of skin care
products. They may demand higher exattitude of the
benefits which skin care products bring to them.
This can pose a challenge to the marketing and




























(Source: Hong Kong 1986 By-Census, Summary Results, Census and
Statistics Department)
(iv) Tax System
The indirect tax levied on cosmetics items in Hong
Kong is very low rendering the products here
being sold at a much lower price than many parts
of the world. This encourages the purchase of skin
care goods here especially when the society is
becoming more affluent.
From the above analysis of the market situation, it can be
clearly seen that the market place for skin care products is
set on a growing path. There are many favourable factors
fostering the growth but this is also paralleled with the
increasing competition amongst different companies. This
results in rapid product innovation to meet customer needs
and intensive promotional campaigns to gain market share.
Thus the scene of the skin care products industry is one
full of excitement.
2.2 Rationales of our Study
(i) Hong Kong is becoming more affluent, the marketplace for the
luxurious goods as skin care products is growing. It is
thus worthwhile to study how consumers choose their skin
care products in order to provide input for further
marketing effort.
(ii) As what K.H. Lee has done in his study, the decision rules
that have been validated in the Western Countries is tested
to see if it can be applied to the local consumer market and
to see, in specific, if it can be applied to the skin care
products. (8)
(iii)Facial cream has been found out to be a relatively common
skin care product. This is the impression we obtained from
our exploratory interviews with the cosmetics house.
Besides, product development has been rapid in facial cream
since many of the therapeutic steps are being carried out
by facial cream.
2.3 The Scope of the Study
2.3.1 Alternative Evaluation
As stated previously, the purchasing behaviour of skin
care product is a high-involvement one. Accordingly,
the consumer decision process for this situation




and (iv) Purchase (9).
This paper, among the four steps, mainly investigates
the alternative evaluation step. Our focus will be on
the decision rule with which the consumers use to
evaluate these alternatives.
2.3.2 Product
The skin care product being studied here is the facial
cream. The facial cream refers to the facial caring
product that is applied to the whole of the face (not
any particular part), and which is not used for
cleansing, toning, or facial mask. It can be in the
form of cream, gel, lotion, milk fluid, emulsion, etc.
2.3.4 Consumers
The study here involves only female consumers in Hong
Kong. This scope is further narrowed down and would be
discussed in section 4.3.1.
2.3.5 Number of Brands of Facial Cream Selected
The number of brands being studied in this research
have been determined to be four. This is the result
of the in-depth interviews conducted at the very first
stage of the research. These four brands have been
mentioned by the interviewees for the number of times
which was distinctly more than the rest of the brands.
The frequency for which they have been mentioned have a
considerable distance from the fifth most frequently.
mentioned one. Thus these four brands have been
chosen.
2.4 Objectives of the Study
The objectives of the study are:
i. to identify the most important attributes of a facial
cream product which most consumers would consider when
thev are evaluatina various choices:
ii. to find out how consumers perceive the performance of
tho colortprl hranrlc nf -farial rroam
iii. to examine the applicability and usability of the
linear compensatory model and the phased decision
choice model to the facial cream market in Hong Kong;
iv. to examine the relationship between the demographic
characteristics of consumers and their perception
towards the importance of the selected product
attributes of facial cream; and
v. to examine the relationship between the demographic
characteristics of consumers and their perception
towards the selected brands of facial creams.
3. Literature Review
3.1 Models of Consumer Behaviour
According to Engel et al, consumer decision processes can be
divided into three types: Extended Problem Solving, Limited
Problem Solving and Routine Problem Solving Behaviour. (10)
Whether one process is used or another will be determined by
external limitations, the nature of the product and the
attitude of the consumer towards the product.
The three types of models essentially involve problem
recognition, search attitude formation towards brand(s),
information processing, and finally the purchasing decision.
With extended problem solving, after the problem recognition
has occurred, an active search for the information of
different brands of the product occurs. The search involves
an internal process into the memory of the person and
external search into information sources. The information
processing will involve exposure to the information and then
attention towards the information being exposed to. After
the message has reached the consumer, it has to be
understood and accepted. Finally, the information is-
retained in the memory that may affect future purchasing
decision. Eventually, of course, the final decision of
whether and which to purchase will take place.
For the limited problem solving situation, there also
involves the process of problem recognition. However, the
search stage for this process is shorter and most of the
alternative evaluation part is made after the initial trial
of the product has occurred. Belief and attitude formed
towards the brand will very much depend on whether
satisfaction has occured after the initial trial. For the
information processing part, it is as simple as one can
imagine. The consumer simply needs the awareness of the
product and some sort of additional stimulus to trigger a
trial. The purchasing decision will depend on the result of
the initial trial of the product.
For the routine problem solving behaviour, this usually
applies to the repurchasing of the same kind of product.
Problem recognition also takes place which is followed by
internal search only. No external search will take place as
this is a repeated purchase. Information in the memory will
be retrieved. If the memory recorded a satisfaction of the
product, the same product will be purchased. The attitude
and beliefs towards the product will be reinforced by
repeated satisfaction of the product.
We have reasons to believe that the purchase of skin care
products belong to the extended problem solving type. As
stated by Engel et al extended problem solving is most
likely to occur when there is a high involvement, brand
differentiation and also ample time for decision making.
(11) For skin care products, we can safely make the
assumption that it requires more detailed and comprehensive
decision process because as stated by Assael, such product:
have the following characteristies (12):
(i) high priced
(ii) associated with performance ri;
(iii) specialty goods
(iv) complex products
(i) a;;nriat.pd with nnp'; pan
Most of the skin care products are relatively high priced
compared with other daily consumables. The risk of using
skin care product is also high as this might affect the
appearance of a person to some extent. It is difficult to
judge the performance since this involves long term use. In
the worst situation, it may even cause damage to the skin.
It is the kind of specialty goods as the functions of any
one skin care product is relatively narrow and it is
purchased only infrequently because of the quantity used per
application. The complexity of skin care products is
arguable in a sense that some are rather simple in
ingredients, functions and usage while others are much more
complicated. Skin care products are definitely associated
with one's ego, as it is considered as highly related to a
person's appearance. A person's appearance is in turn-
affecting how other people see skin and how he sees
himself. With these characteristics of skin care products,
this category of goods can well be described as likely to
involve an extednded problem solving process.
Apart from the above reasons, brand differentiation is also
common amongst skin care products. Marketers of the skin
care products industry have tried to pose a distinct image
for their own brand name. Many a time in house models are
employed to remind people of their brand whenever they see
that model. Besides, products serving the same function are
often given different names mainly to differentiate their
own brand from another. For example water soluble cleansing
cream for the face can be known as facial cleansing foam,
facial cleansing gel, facial cleansing cream, facial
cleanser, just to cite a few.
There does not seem to be any form of time pressure on the
consumer in the purchase of skin care products since such
products are not for emergency use and it serves only as an
auxiliary force to beauty.
With the above two additional reasons, the purchase of skin
care products can be further qualified as involving an
extended problem solving process. It has been said by
Hawkins et al that the decision rule used in low
involvement purchases are relatively simple ones such- as
conjunctive or lexicographic, wheras the rules used in high
involvement purchases are more complex. (13) These include
the compensatory decision rules or rules that involve
different stages.
3.2 Consumer Decision Rule
Researches have been carried out to investigate by what
means are human beings choosing their purchases. A more
scientific explanation of human purchasing decision can be
said to be the various decision rules developed throughout
the years. Before going into describing the various decision
rules that have been developed, it is worthwhile to mention
the several assumptions that precede the study of human
purchasing decision through decision rules. As have been
discussed by R. Bagozzi,(14) the assumptions are:
(i) Most people may have utilised decision rules to make
their purchasing decision without realising that they
have been using it. Most people simply come up with a
iudnpment without, knnwinn how it was madp..
(ii) The various rules under investigations might not be the
exact process by which consumers have made their
decision. But the decision rules have been the
simplified version of what might have actually happened
in the hope that it is able to captive sufficient
information for Dredictive ouroose.
(iii)The rules that have been investigated to date are
actually a portion of the actual mechanisms used by
consumers in decision making. However, these small
number of rules still might not have been employed by
everyone. Besides, some of the rules are context
specific or can be a function of the personal
characteristics of the Derson. such as intel1iaence.
learning experiences and his personalitie
(iv) Another assumption to the application of the decision
rule is that people do not see a product as a product
itself, but rather as a number of benefits offered b)
the product. Thus people shall make their decisior
based on the attributes that are Dossessed bv these
products.
(v) The last assumption dealing with the various decision
rules is that decision rules are only one of the
numerous factors affecting the purchasing decision of a
consumer. There are many other factors such as the
person's feelings, the situational factors etc. that
may override or interact with these decision rules in
affecting the final decision of the consumer.
3.2.1. Linear Model
Many researches have been done to examine the
predicting power of the linear model on consumer
purchasing behaviour. The main feature of the linear
model is of its compensatory nature.(15) That is, when
the product behaves poorly in one attribute, it can-
compensate for the insufficiency by excellency in
another. The basic formula for the linear compensatory
model (16) is:
where V is person i's value or importance of
criterion k, B is consumer i's belief as to how
well Brand j scores on criterion k and n is the number
of criteria that have been taken into account.
It is found out that, the linear model is particularly
predictive when the attributes being evaluated have an
ever-increasing relationship to evaluation.(17) Another
condition is that the number of attributes then being
evaluated are limited, otherwise this will involve a
tremendous amount of mental work.
There can be two ways of applying the linear model.
(18) One is by summing up the product of weight of the
attributes and the amount of the attributes possessed
by the product while the other is averaging this sum
over the number of attributes being evaluated. Two
empirical studies have been made to test the
predictability of adding attribute information and by
averaging attribute information for both durable and
non-durable products. (19) The results from this study
clearly support the averaging one. With this kind• of
results, the implication is that it is no need for
marketers to put forward a lot of positive information
as adding attributes will not contribute to better
evaluation of the product. But rather, positive
evaluation of a few salient ones will be more
effective in enhancing the attitude of the consumers
towards the product.
Another study on the applicability of the
multiattribute attribute model to the local Hong Kong
situation has been done by K.H. Lee.(20) The method
used in this study utilised a fixed number of
attributes for consumers to evaluate and thus the
predictability will be similar to that of the
averaging model. It is found that in the study that the
linear compensatory decision rule is able to predict
the attitude of the consumers towards the product in
Hong Kong. In this study, an importance- performance
analysis has also been carried out to identify the
positions of various brands on different salient
attributes. This is an important tool for management to
evaluate the performance of their products as well as
to allocate resources for the improvement of their
products.(21) As have been mentioned by Martilla and
James, this is a low cost and easy to understand method
of representing the performance of competitive brands
of the same product. (22)
3.2.2. Lexicographic Model
It is a relatively simple strategy compared with the
linear compensatory model. As has been mentioned
previously, it will probably be used for the purchasing
decision of products with low involvement by the
consumers.
With this model, the consumer has first to rank the
attributes in terms of their importance. (23) The most
important attribute will be evaluated across the brands
and the most superior one will be selected. If a tie
occurs for the first most improtant attribute, those
comparable alternatives will be evaluated on the second
most important attribute until an alternative is
selected.
The main feature of this model is non-compensatory in
nature. Thus the poor performance of one attribute
cannot be compensated by the good performance of
another attribute. This model also carries the
implication that an outstanding performance on the most
important attribute will be sufficient for the product
to be chosen.
3.2.3 Elimination by Aspects
This rule is very much similar to that of the
lexicographic apart from the fact that it imposes some
cutoff value for the attributes. (24) The most
important attribute is evaluated first and if meets the„
cutoff, it will be chosen. If there are several brands
in this category, then the second most important
attribute will be evaluated. This process will go on
until a brand is chosen. If more meet the cutoffs, then
the consumer will revise the cutoff or change to
another decision rule.
3.2.4 Conjunctive Rule (25]
Cutoffs are set for the whole set of salient
attributes. Each brand then will be evaluated against
this set of cutoffs. If any one cutoff is not met, then
the brand will be rejected. If no brand is chosen, then
as before, either the cutoff or the decision rule will
be revised. Otherwise, the choice will be made only
with further modifications.
3.2.5. Disjunctive Rule (26)
For this rule, a cutoff is set for each salient
attribute. If any one brand surpass the cutoff for any
attribute, the brand will be chosen. Three results are
possible then with none being chosen, one being chosen
or more than one being chosen. If more than one are
being chosen, then the selected brand will be eligible
for further consideration.
3.2.6 Phased Decision Rule (27)
This will involve the sequential use of at least 2
different decision rules. This is most commonly used in
products when a large number of brands are being
considered. In the initial stage, the number of brands
being put into consideration will be narrowed down.
Then the final decision for purchase will be made in
the second stage.
3.3 Researches on Consumer Choice Behaviour
Lussier and Olshavsk have carried out a study on the
variables of the task environment that might affect the
brand choice strategy that is put into use. (28) The study
uses portable typewriter as the product in study and MBA
students as the subject. It was found out from this research
that the number of alternative brands being evaluated will
affect the choice strategy being chosen. When the number of
alternative brands being chosen is less than or equal to
three, evidence indicated that a compensatory decision rule
is being put into use. However, when the number of
alternative brands being considered is greater than 3, then,
a phased strategy was clearly adopted. Or the first stage,
the non-compensatory rule is being used to reduce the number
of brands in consideration and in the second stage, a
compensatory strategy was used to evaluate the remaining
alternatives. This result seemed to be in line with the
thinking that consumers have a tendency to reduce the amount
of information in process.
In another study by C. Whan Park, the choice of the decision
rule is studied in relation to two environmental variables.
(29) The first one is the product complexity and the second
one is the familiarity of the product. In this study,
subjects were from the undergraduate marketing course and
the products used were of durable and undurable in nature.
The results of this study indicate that the two variables,
prior familiarity and product complexity have great
influence on the degree of correspondence between the
judgmental models and the respondent's evaluative judgment.
It was found out that unweighted linear compensatory rule is
used in the evaluation of products of low product complexity
and low familiarity. However, the result is inconclusive for
products of low familiarity but high complexity. The
weighted linear compensatory model was in more use when
there is high product familiarity and regardless of product
complexity. For the conjunctive model, it has the highest
predictive power when the consumer is moderately familiar
with the product and the complexity of the product is high.
Such results can be explained by the tendency of the
consumer to reduce the mental burden. With the product being
unfamiliar, the type and number of attributes to be
evaluated are relatively uncertain to the consumers. Thus
they will be less inclined to attach a weight to each of
these attributes. Thus an unweighted linear compensatory„
model is most likely to be employed. But when the
familiarity with product is high, then the consumers have
relatively clear idea of the weight they attach to each
attribute and thus the weighted linear compensatory rule is
used. With products of high complexity but moderate
familiarity, the conjunctive rule is used to reduce the
number of brands in consideration because of the large
number of product attributes involved.
There is another research by the same scholar in
collaboration with R.J.Lutz which examines the changes in
choice criteria and hisher intended strategies to meet
these criteria of a non-routine decision making process.
(30) A high complexity product has been chosen in this
study, a house. This study examines how the choice criteria
change as new demensions of the product emerged as well as
the stability of attitude towards these dimensions. The
results indicated that there is relative stability of the
decision structure over the choice process changes that have
arisen through information search have been accomodated.
Newly learned dimensions only added to the decision process
without really restructuring it totally.
For reasons stated on page 15, the purchasing of skin care
products is an extended problem-solving process which
necessitates more complicated decision rules. The linear
compensatory rule requires processing of all salient
attributes at the same time and thus is relatively
complicated. Decision rule with more than one phase is
even more complicated as requiring different steps in the
processing of the salient attributes. Thus, it is highly
probable that the decision rule used in purchasing skin care
products involves either the linear compensatory rule or a
phased decision rule.
4. RESEARCH METHODOLOGY
4.1 Interviews with Cosmetics Companies
The researchers had interviewed ten cosmetics companies
The purposes of these interviews are to understand:
i. how the cosmetics companies classify the skin care
oroducts:
ii. how they segment their market, would they do so by
demographic characteristics of their customers, if it
is so. by which demographic data;
iii. which product has the largest sales volume in dollar
value and in quantity;
iv. what they think for a skin care product, are the most
important attributes for most customers.
After these ideas from the experts had been collected, the
product which has the greatest dollar sales was chosen, and
it is the facial cream.
4.2 In-depth Interviews
The researchers, by the method of convenient sampling, chose
50 women of ages from 18 to 55, and asked them to furnish
some basic information for constructing a research
instrument. Each of these women was asked to tell the
researchers as many brands as she could and to tell the
researchers as many important attributes as possible in
choosing a particular brand of facial cream. By frequency
count, four brands were found to be distinctly popular.
They are: Ponds, Oil of Ulan, Max Factor and Relvon.
Furthermore, four attributes were found distinctly more
popular than the rest. They are: Nourishing, non-oi1iness,
Non-allergenic, and Reasonable price. Then, a questionnaire
was constructed, based on the salient attributes found and
the evaluative process done across the four brands that were
supposed to be most popular and familiar to the consumers.
4.3 The Survey
4.3.1 Population
The target population for this study is those women
walking into the nine MTR stations that have the
highest flow of passengers and which include both major
industrial and commercial areas in Hong Kong between
5 p.m. and 8 p.m. during week days. These nine
stations were: Lai Chi Kok, Kwai Fong, Tsuen Wan, Kwun„
Tong, Tsim Sha Tsui, Central, Admiralty, Wan Chai, and
Causeway Bay. These stations are situated at the
commercial and industrial areas in Hong Kong. From the
in-depth interviews with the cosmetics companies by the
researchers, it was found that the customers of the
skin care products are mostly working women. A large
population of these working women take the MTR after
work during 5 p.m. to 8 p.m. Therefore, this sampling
frame was chosen.
4.3.2. Sampling Size
The sample size was 100. It was recognized that this
figure was to some extent arbitrary, but it was
certainly a minimum to provide some form of
significance.
4.3.3 Sampling Method
The sampling was conducted as follows:
i. The nine MTR stations were first divided into two
groups: stations situated at the industrial areas,
and stations situated at the commercial areas.
Stations in the industrial areas are Lai Chi Kok,
Kwai Fong, Tsuen Wan and Kwun Tong whereas
stations in commercial areas are Tsim Sha Tsui,
Central, Admiralty, Wan Chai, and Causeway Bay.
From each group, two stations were randomly
chosen. Their chances being selected were
proportional to their volume of total inflow and
outflow of passengers. From the industrial group,
Kwai Fong station, and Tsuen Wan station were
selected, while from the commercial group, Tsim
Sha Tsui station and Central station were chosen.
ii. The total number of people being interviewed at
each selected station was proportional to its
volume of inflow and outflow of passengers during
5 p.m. and 8 p.m.
iii. During these three hours, 12 fifteen-minute time
slots were divided. Again, the number of people
being interviewed during each time slot was also
proportional to the flow volume of passengers
during that time slot.
iv. The interviews were conducted on Wednesday and
Thursday, two week days which were also randomly
selected.
4.3.4 Data Collection
The women were asked by the researchers with the aid of
the questionnaire discussed in section 4.3.5.. Face to
face interviews were being carried out. If the
randomly picked passerby refused to respond, the
researchers would turn to the passerby that appeared
next.
4.3.5. The Questionnaire
The questionaire used in this study can be found in
Appendix 1 and 2. It consists of four parts:
i. The first part was used to find out whether the
respondent used facial cream or not. If her
answer was yes, she would be invited to answer all
other questions on the questionnaire, otherwise,
onlv the demoaraphic data would be asked.
ii. The second part was used to find out whether the
brand the woman currently used would influence her
preference for the four selected brands. This was
also to find out the brand that is most popularly
used by women in Hong Kong.
iii. The questions in the third part were used to find
out by which choice model the consumers would use
when choosing facial cream. Basically, two choice
models are intended to be tested, they are linear
compensatory model and phased model. Moreover,
the most important attribute chosen by consumers
can also be determined.
iv. The fourth part consists of the demographics of
the respondent and some information about her skin
type.
5. FINDINGS AND ANALYSIS
5.1 Demographic Characteristics of the Sampl(
The researchers had interviewed 120 women at the four
selected MTR stations, out of which 101 were useful. The
discarded ones were either not using facial skin cream or
had left some of the crucial questions unanswered. The
profile of the respondents is shown in Figure 5.1.1, 5.1.2,
and 5.1.3. Over 90% of the respondents are under the age of
31, and about 50% of them are between 21 to 25 in age.
Most of them are doing clerical jobs such as secretary,
account clerk, and clerk. As far as their skin type are



























= Sensitive Nornal Skin
= Oily Skin
= Sensitive Oily Skin
= Combination Skin
= Sensitive Combination Skir
Fiaure 5.1.3






















5.2 Brand in Use and Perception of Brands
The brands that the respondents currently used are very
diversified. The detailed distribution is shown in Figure
5.2.1. It was found that there are totally 42 different
brands being used by the 101 respondents, and the most
popular brands are the Oil of Ulan and Shiseido. Besides,
when the relationship between the direct ranking and the
brand that is currently used by the respondent is
investigated (Figure 5.2.2), more than half of the sample
ranked this brand first.
Figure 5.2.1
Distribution of the Brands in Use



















Only those brands whose usage is more than 3 are shown.
Figure 5.2.2




















5.3 Intuitive Ranking distribution
The intuitive distribution of four selected brands are shown
in Figure 5.3.1. It was found out that over 48% of
respondents ranked Ponds the fourth while 36.6% and 38.6% of
them ranked the Oil of Ulan and Max Factor the first
respectively. For Revlon, however, the ranking are
relatively evenly distributed. To summarize the intuitive
ranking, their totals are noted. The summations of direct
ranking of Oil of Ulan, Ponds, Max Factor, and Revlon are
226, 313, 201 and 270 respectively. The result is shown in
Figure 5.3.2.
From the above analysis, it was seen that Max Factor got the
highest intuitive ranking, Oil of Ulan the second. Revlon
followeci aiiu Ponus was me rourtn.
Fimirp R V
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5.4 Importance of Attributes and the Performance of Selectee
Brands on these Attributes
Figure 5.4.1
IMPORTANCE-PERFORMANCEANALYSIS VIA MULTI-ATTRIBUTE DATA
Poor Rating




The results of this section is summarized in Figure 5.3.1
whereas the detailed data are shown in Appendix 3 and
Appendix 4. In Figure 5.4.1, the synthesis framework
developed by Martilla and James is used to assess the
performance of each brand on each attribute via multi-
attribute attitude data(31). Moreover, the relative
performance of each attribute can also be noted in this
F i n 11 vp
The horizontal axis shows the relative importance of the
four attributes for evaluating facial cream. The importance
ratings given by the respondents for the four attributes
have been normalized. From Figure 6.5.1, readers can see
that non-allergic is the most important and nourishing
follows while non-oiliness is not so important and price
is the least important. The vertical axis, on the other
hand, shows the relative rating of the four brands. Also,
the ratings for the four brands given by the respondents
have been normalized, and the present positions represent
their standardized scores along the vertical axis of
different attributes. From this, readers can tell the
relative position of the four brands. Max Factor is good in
three attributes while its performance in price is
relatively poor as compared to the other three brands.
There are brands, such as Revlon and Oil of Ulan, which are
good in some attributes but poor in others. The performance
of Ponds, however, is poor in three relatively important
attributes whereas its performance in price is the best
among the four selected brands.
5.5 Testing of the Hypothesis that the Linear Compensatory Model
is Applicable and Usable in Facial Cream
Here, the one common form of the linear compensatory models
which was developed by Milton Rosenberg and Martin
Fishbein was used. (32) In Figure 5.5.1, the calculated
value from the model for each brand is obtained by summing
up the product of performance rating and the importance
rating of each attribute of all respondents for that brand.
Also, the summation of direct ranking of each brand is
obtained by summing up the direct ranking of that brand of
each respondent. Based on the summary of direct ranking
and that of calculated ranking, then, the Spearman rank
correlation can be calculated. In this case, it was 0.800
which was considered not significant when validated by a t
test. (Calculated t value was= 1.8856 and critical t value
was 4.303 when o(= 0.05.) Therefore, the hypothesis that
the decision rule followed by consumers in the purchase of
facial cream is linear compensatory is being rejected.
Figure 5.5.1
Information for the Construction of
a Linear Compensatory Model
for the




































At a disaggregate level, four different results maybe
obtained by comparing the direct and calculated ranking.
Thpv arp:
(i) The direct rankings of all four brands are coincided
with their calculated rankings.
(ii) Two calculated rankings of the four brands differed
from their direct rankings.
(iii)Three calculated rankings of the four brands differed
from their direct rankings.
(iv) All rankings of the four brands differed from their
direct rankings.
The results of such comparison are shown in Figure 5.5.2
Figure 5.5.2




for the testing of the hypothesis of
Linear Compensatory Model
for the Facial Cream Market in Hong Kong























5.6 Testing of the Hypothesis that the Phased Decision Choice
Model is Applicable and Usable in Facial Cream
In this test, for each questionnaire the attribute or
attributes with the highest importance rating would be
noted. Then a performance rating of the value three was
set as the cut-off point. Thus, those brands with
performance rating of three or above for that attribute!s)
would be selected. These chosen brands would then be ranked
according to the total of the product of the importance
ratings of other less important attributes and their
corresponding performance ratings. The larger the total in
value, the higher the ranking was given to the brand. The
second phase of this decision rule is largely similar to the
linear compensatory rule. But a calculated rank is assigned
to the brand of each questionnaire first before the final
analysis. Besides, if there were equal totals for two or
more brands, the average rankings would be calculated and
assigned to them. For instance, if two chosen brands have
the same total of performance ratings of the other less
important attributes, the average of 1 and 2, that is 1.5
would be assigned to each brand. For those unchosen brands,
i.e. their performance rating of the most important
attribute(s) was less than three, they would actually be
dropped from the choice and thus a ranking of the average of
3 and 4, that is 3.5 will be assigned to each brand. For
example, if the four (i.e. all) brands were not chosen, each
brand would simply be assigned a ranking of 2.5. If on the
other hand there were three brands unchosen, each of the
three would instead be assigned a ranking of 3. (The chosen
brand would already be assigned a ranking of 1.) In short,
the sum of the ranking of all brands should be equal to 10.
Since an individual calculated rank is assigned to each
questionnaire before aggregation, the brand with the lowest
total rank would come first in the overall calculated rank.
With the method stated above, the calculated phased ranking
of each brand was then accumulated from each questionnaire.
The results were shown in Figure 5.6.1. Then the Spearman's
Rank Correlation was again used to test the stated
hypothesis, and which was also found to be 0.800. Since the
calculated t value (1.8856) was less than the acceptance
level (=0.05), the hypothesis was again rejected. In other
words, the Phased Decision Choice Model is found not to be
applicable and usable to facial cream from this test. It
can be said that
i. both models are equally good and bad;
ii. although the model is not statisctically
significant, it is quite close.
Fiaure 5.6.1
Information for the Construction of
a PhaspH Dpri;inn P.hnirp MdHpI
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A similar comparison at the disaggregate level is done as in
ortinri anrl the rPQiil+ c: arp crhnwn in R fi?
Figure 5.6.2
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5.7 Relationship between Age and the Importance Ratings of
Different Attributes
A significance was found in the relationship between age and
the importance ratings of the attribute Nourishing when
the Spearman correlation coefficient was computed. The
coeficient was 0.2224 and the significance was 0.025 with a
two-tailed probability test of o(= 0.05. As the
coefficient is positive, it can be stated that the older the
age group, the higher is the importance rating attached to
the attribute of Nourishing.
For the importance ratings of the other attributes, no
significant relationship was detected with the age group of
the respondents
6.8 Relationship between the Performance Ratings of the two
attributes Non-oily and Nourishing
Again the Spearman correlation coefficient was used to find
out whether the performance ratings of one attribute would
affect the performance ratings of another attribute for each
brand. From the test results (Appendix 5), it was found
that the correlation between the attributes Non-oily and
Nourishing was significant for Max Factor and Relvon at=
0.05, and the coefficient was found to be positive. In other
words, for the two brands mentioned, if a respondent gave a
high performance rating to the attribute Non-oily, she
would probably give a good rating to the attribute
Nourishing too. On the other hand, if she gave a poor
rating to the attribute Non-oily, she would probably give
a poor rating to the attribute Nourishing as well.
5.9 Skin Type and the Importance of Attributes
The Chi-square test was employed to test the dependence
between each skin type and the importance of each attribute.
However, all the tests showed no significance in their
dependence relationship.
5.10 Demographic Characteristics and the Perception of Brands
The Chi-square test was again employed to test the
dependence between each skin type and the direct ranking of
each brand; and also the dependence between each skin type
and the performance rating of each attribute.• It was again
found out that the direct ranking of each brand and its
performance ratings on each attribute were not dependent on
the respondent's skin type.
The Spearman correlation coefficient was calculated for
testing whether there is a correlation between age group and
the direct ranking of each brand, as well as, between age
group and the performance rating of each attribute of each
brand. Again, no significant relationship was found in each
test.
5.11 Demographic Characteristics and Calculated Ranking.
Chi-square test was used to test the dependence between the
skin type of the respondents and the calculated ranking of
each brand. No significance was detected in any particular
group.
The Spearman correlation coefficient was computed between
the respondent's age group and the calculated ranking of
each brand. Again, no significant relationship was
detected.
6. Discussion
6.1 Demographic Characteristics of the Sample
It seems that the age distribution of the sample is rather
queer since random sampling has been employed. However the
researchers found out that those who seemed to be older in
age had refused to respond in a majority of the time so that
the researchers had to pick the next passer-by. This might
affect the validity of the results since most of the
respondents concentrated in the younger age group. This
pattern might be due to the fact that older age women had
more obligations and thus many of them seemed to be in a
hurry. Besides, they seemed to be more experience in
refusing a stranger's request while the younger age group
seemed to feel more embarrassment in rejecting others.
For the job distribution, it was found out that about half
of the respondents are clerical workers as this is the
characteristic of the two areas picked both Tsimshatsui and
Central. However, even in the areas where factories
concentrate most, the number of respondents from the
manufacturing sector is still very scanty. This probably
owes to the fact that the Mass Transit Railway is a
relatively expensive mode of transportation. Those in the
manufacturing sector, especially the females, usually
belong to the lower income group. Besides, they are probably
less status conscious than the white collar workers. Thus
the sample picked at the MTR stations are found to be mainly
clerical workers.
As regarding the skin type, more than 40% of the respondents
reported that their own skin belonged to the combination
type and about 30% in the normal skin type category. This
would probably be due to that skin type of oriental people
are seldom very oily. On the other hand, they are not
inclined to be too dry since the weather in Hong Kong is
rather wet. Besides, since most of our respondents belong to
the younger age group, they probably had the sufficient
amount of secretion from keeping them to be too dry. About
20% of the respondents have reported to possess allergic
skin. It thus could be seen why many of the skin care
products have been using the attribute of non-allergenic to
be their selling point.
6.2 Direct Ranking
It seems that Max Factor has enjoyed the prestige of coming
first in the direct ranking part. It thus can be interpreted
that amongst the four brands, it has got the reputation of
being the best. Max Factor is the oldest cosmetics house
amongst the four and thus it would have enjoyed the long
established reputation. Besides, since it is the counter
sale brand, it will probably be considered as the brand that
is better with other things being equal. Many a time, in
such feminine product, price is considered as the surrogate
factor which relates to its quality. This also accounts at
least for part for the fact that Ponds has got the lowest
direct ranking as it is the cheapest brand amongst the four.
6.3 Importance of Attributes
From the ranking of the importance of the attributes, it
could be seen that the attribute of non-allergenic was
ranked the highest. This result appealed to the common sense
in that a product that causes allergy to the skin will
actually harm the skin and cannot be compensated by the
superior performance of the product on other attributes. For
the nourishing and non-oiliness attribute, it can be seen
that nourishing has been ranked higher since this is the
primary function of the facial cream. The non-oily feeling
was also found to be rather important. However, since this
was only a feeling and if the product can really be good to
the skin, the beauty-conscious people may be prepared to
tolerate it. And regarding the low ranking of price, it
could be seen that this seemed to be the least important
amongst the four. It seemed to the researchers that so long
as the product can be good to the skin, many consumers do
not mind too much to pay more. This fact can also be used to
explain why some of the exceedingly high price items can
have achieve a high unit sales figure. This finding also
indicates that our society has bear prospering, thus
leaving the people paying more attention to beauty. Besides,
the affluence of our society also lead people willing to buy
more benefits even if they shall have to pay a higher price.
From the importance-performance analysis of the four brands,
Oil of Ulan has been ranked the highest in the most
important attribute of the four. It is also ranked the
highest in oilness which is in the third of importance.
Besides, Oil of Ulan is also ranked the second highest in
terms of reasonable price. Thus, it can be seen that from
the price-performance point of view, the Oil of Ulan is
performing the best. Although Pond's was ranked the highest
in terms of reasonable price, it was ranked the last in all
the rest of the attributes thus its computed rank has been
the lowest. It is thus considered as a low quality, low
priced product. For Max Factor, it has been ranked
favourably on three of the attributes but considered as a
rather expensive product. Thus it can be described as a high
quality, high priced product. For Revlon,it was ranked
third in two of the attributes and second in one. However,
it was ranked to be the one which was least reasonable in
price. Thus from the importance- performance analysis, it
could be described as a high price, relatively low quality
product. It's low direct ranking might probably due to the
fact that consumers found it's price unjustified for the
benefits it offered.
6.4 Hypothesis Testing
Our hypothesis that the decision rule followed by consumers
in making their purchasing decision for facial cream has
been rejected. However, it can be seen that the last two of
the calculated and direct rank has agreed with one another.
But in the calculation of Spearman's Rho, just a
inconsistency in any one of the brand will lead to non-
significance when the number of brand used is ony 4. To
explain the inconclusiveness of this hypothesis, it can be
suspected that other decision rules might be possible apart
from the two which we have tested. However, our
questionnaire had only been designed to collect information
for the testing of these two decision rules.
Another possible explanation of this result is that the
attributes used in our study might not be exhaustive. The
sample size of our in-depth interview was so small but the
validity of our test extends to the whole female population
in Hong Kong. There might be some determinant attribute
which have been missed.
The decision rule might only be part of the decision process
carried out by the consumer. There might be other factors
involved in the situation, for example, the person's feeling
can be a salient factor. This can be especially prominent
for the case of facial cream which has been labeled as a
feminine product. Such products generally appeal to the
affective aspect of the consumer and less to the cognitive
side. Thus the emotion of the person towards the brand may
affect his choice and the belief of the attributes of the
product may play a relatively less important role.
From the findings,it can be seen that more people are using
Oil of Ulan than Max Factor. Besides, through the
conversation of the researcher with the respondents it was
found out that more people had tried out Oil of Ulan before
that Max Factor. Thus it could be speculated that even
people might believe that Max Factor was better they tended
to be more conservative in evaluating individual attributes
if they had not actually tried out the brand before.
Although all of the respondents used in our analysis are
users of facial cream, some may not be heavy users or they
may have been using the product for a short time only. Thus
their familiarity with the product may not be so high as to
utilise complicated decision as the phased strategy.
As the two models are rejected at the aggregate level, they
can be said to be equally bad. However, in view that both
had close prediction of the direct ranking of the brands,
they can both be said to be rather good.
At the disaggregate level, it can be clearly seen that
linear compensatory model is superior to the phased model in
the prediction of the consumers preference. 14 of the
respondents' direct rankings of the four brands were
correctly predicted by the linear compensatory model while
only two respondents' direct rankings of the four brands
were correctly predicted by the phased model. Another
important aspect to be noted is the prediction of the first
choice of the respondents, since most of the times, only one
brand will be purchased. The linear compensatory model is
able to correctly predict the first choice of the
respondents more than half of the times while only one third
of the respondents' first choice was correctly predicted by
the phased model.
6.5 Age and Nourishing
It seems very natural that as a person gets older, her
water and oil secretion will decrease and thus more
attention will be paid to the amount of nourishment provided„
by the skin cream.
6.6 Nourishing and Non-oiliness
From our interviews with the consumers we got the impression
that some people think that nourishing and oiliness are
directly related. We thus try to analyse the relationship
between these two attributes. However, in the test of
correlation between these two attributes for both Max Factor
and Revlon, we discovered significance. However, the
direction is that those who rank them high in nourishing
tend to think that they are less oily. A consistent trend
also exist in that those who rank them low in nourishing
will think that they are more oily. This implies that
women are more intuitive than rational in the evaluation of
their facial cream. Once they think that it is good, it is
good in all. Once they think that it is bad, it is bad
in all too.
6.7 Max Factor's Popularity
It can be seen that Max Factor has received the highest
direct ranking but is not the most widely used .brand in our
sample. This could be explained by other variables in the
decision process. For example, the wealth of the
respondents since Max Factor is a relatively high price
product with sales counters. Besides availability and
habit may affect the purchasing behaviour too. Thus the
formation of an attitude may not lead to the behaviour
directly.
6.8 Effects of Demographic Characterisitics
It was found that in our study, no significance had been
found for the relationship between both the direct and
calculated rankings and the demographic characteristics of
the respondents. This would probably be due to the
limitation of our small size and the non-response bias of
the older age group.
6.9 Marketing Implications and Recommendations
The first implication from the findings of our research is
that 42 brands are used by the 101 respondents. It could be
seen that the brand in use had been highly diversified
and thus the competition in the market had beeo very keen.
Besides, amongst the two most widely used brand, Shiseido
and Oil of Ulan, one belongs to the off-the-shelf brand
while the other belongs to the counter-sale type. Thus it
could be seen that many people are willing to pay more for
the benefits offered by facial cream. Another implication
from this finding is that relatively few people had
mentioned Shiseido in the in-depth interviews while it had
shown itself to be one of the msot widely used brand in the
actual study. Thus, the most familiar brand need not be the
most widely used brand. Sometimes, the brand may have a
long established reputation but may be regarded as old
fashion for the younger generation. And, awareness might not
necessarilv be correlated to sales.
From the study ,it could be seen that only 6 out of a total
120 respondents had not been using facial cream. Thus the
size of the market of facial cream can be seen as almost
95% of the women uses it.
From the study of the attirbutes, it could be seen that non-
allergenic is the most important one. Thus in the marketing
of facial cream, this attribute should receive prime
importance. However, price seemed to be the least important
in that people might still think it is relatively luxurious
and are prepared to pay more. And also the fact that
beauty is very much important to women cannot be neglected
and they can sacrifice a lot for the sake of beauty.
Besides, it could be speculated that price is a surrogate
factor of quality and thus they are willing to pay more.
Thus it could be implied that lowering the price of the
facial cream might not enhance the sales, but might affect
its image instead. This will be especially true to new
brands when the quality has not been proven.
It was found out that 67% of the respondents gave a negative
rating to the oiliness of Pond's facial cream, that is ,it
is too oily. However, during our interviews with them, it
was found out that many have been referring to Pond's Cold
Cream which is used for cleansing purpose only. This
misunderstanding by the consumers might have affected the
sales of this brand severely and thus the marketers of
this brand should make the necessary corrections.
In our initial interviews with the consumers, they had not
been able to mention the specific line of any particular
brand of facial cream. In the actual study, even some of
them have been using the brand of facial cream themselves
were not able to specify the line of product which they have
been using. However, it could be seen that some of the
cosmetic brands have been trying to sell different benefits
through different product lines and these products lines
have different names and distinctly different packaging.
Thus marketers who have been focusing on the promotion of
separate lines of their product may find their effort less
successful. One of the reasons that may account for this is
that most of the names of the lines are in difficult English
or even French. This may pose a high class image to the
brand but consumers may have found it difficult to identify
and memorise the line of product which they might be very
familiar with not to speak to identify the different selling
points of different product lines.
6.10 Limitations of the Study
i. Bias exists in the generation of brands and attributes
during the initial in-depth interviews as convenient
sampling is used.
ii. Limited number of brands used will affect the result of
the rank correlation tremendously once a slight
deviation is detected.
iii. The limited sample size is the major limitation of the
study. A lot of inferences may not be so significant
and the results may have bias.
iv. Non-response bias also existed in the study
v. Most people were reluctant or impatient to answer in
the street and the situation was worse for older women.
vi. Consumers who make use of other transportation means
for travelling cannot be studied.
6.11 Suggestions for Further Research
Other decison rules may be tested assuming that there might
be some other mechanism behind the pruchaseing. decison of
the consumers. A sampling frame that include those who do
not take the MTR can be used to incorporate those wo may be
heavy users.
Finally, research should be conducted to study other factors
that may affect the purchasing decision of the facial cream.
These factors may include both personal and situational
ones. The affective components of this decision process are
most likely to play a significant role and thus is
recommended for more attention in further study of the
buying behaviour of facial cream as well as other feminine
products.
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APPENDIX 1- Chinese Version ofthe Questionnaire of the racial cream btuay
護 膚 面 霜 問 卷 調 查
你 有 無 用 面 霜 （ 請 系 下 面 適 當
既 答 案
下 列 問 題 所 指 既 護 膚 面 霜 ， 只 包 括
用 系 整 個 面 部 既 面 霜 ， 亦 喇 包 括 潔
面 霜 、 收 縮 / 緊 膚 水 或 面 膜 膏 等 產 品 ，
既 形 狀 可 以 系 膏 、 、 油 、 奶
露 等
有
無 請 由 第 題 答 起
你 而 家 用 乜 野 牌 子 既 面 霜














置 ， 圈 出 各 產 品 ， 特 性 既 重 要 性
例 如
最 唔 重 要 最 重 要
滋 潤 皮 膚 1 2 3 4 5 6 7 8 9 10
甘 表 示 你 請 為 面 霜 可 滋 潤 皮 膚 系 重 要 既
最 唔 重 要 最 重 要
滋 潤 皮 膚
唔 油 膩
唔 敏 感
價 錢 合 理
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
請 依 你 個 人 既 印 象 或 經 驗 ， 系 下
面 各 產 品 特 性 既 表 現 上 ， 比 每 一 個 牌
15“1”
“5”
滋 潤 皮 膚
唔 油 膩
唔 敏 感













D用 黎 分 析 ， 內 容 絕 對 保 密
















你 既 職 業 系
完
多 謝 合 作
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English Version of the Questionnaire of the Facial Cream Study
Survey of Opinion About Facial Cream
I. Do you use facial cream?(Please check at the appropriate
answer.)
(In the following questions, the term facial cream refers
to the facial caring product that is applied to the whole of
the face (not any particular part) that is not used for
cleansing, toning or facial mask. It can be in the form of
cream, gel, lotion, milk, fluid, emulsion, etc.)
Yes
No (Please go on to question IV.!
II. Which brand of facial cream do you use currently?
III. 1. Please rank the following brands of facial cream
arrnrrlinn tn vnnr nrpfprpnrp
(Ranking can be from 1 to 4,
give 1 to the brand which you like mostly,





2. Please indicate the importance of the following
attributes when you are choosing a facial cream.






1 Nourishing 123456089 10
By circling 7, it means that you consider
nourishing is an important attribute while you are













3. Base on your personal experience or impression, give
each of the following product attributes a performance
rating for each brand of facial cream. The performance
rating can be from 1 to 5 with 1 as the least




































IV. The following questions are on your personal information.
The data will be used solely for analysis purpose and will
be kept in strict confidentiality.
Please check at the appropriate answer.
















16. Your occupation is:
THANK YOU
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ADDFMnTY i
A. The Spearman correlation coefficient between the performance
ratings of the two attributes Non-oily and Nourishing
for Max Factor is 0.4023 with n= 101 and significance=
0.000.
B. The Spearman correlation coefficient between the performance
ratings of the two attributes Non-oily and Nourishing
for Relvon is 0.4538 with n= 101 and significance=
0.000.
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